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Management characteristics and the decision to internationalize: Exploration of 
exporters vs. non-exporters within the Chilean wine industry 
 
Abstract 
The objective of this study was to identify key factors differentiating between exporters and non-
exporters in the Chilean wine industry. Based on survey data collected from 61 wineries, the 
findings show that the main barriers for non-exporters are the lack of financial resources, limited 
quantities of stock for market expansion, management’s lack of knowledge and experience, and the 
high cost of travelling and participating in trade shows. The results also show that managers have 
educational levels and international experience exceeding those of other comparable New World 
wineries. Finally, in developing their main international markets, Chilean wineries did not target 
psychically close markets as identified in previous wine industry studies. 
  
1. Introduction 
Up to the end of the 1980s, ‘Old World’ countries, particularly France and Italy, dominated the 
international wine market. However, during the last two decades New World Wineries, such as 
from Australia, New Zealand and Chile, have shown remarkable vigour in terms of international 
market expansion and export performance. Although latecomers to the industry, these wineries 
have integrated modern production technology and have responded to changes in worldwide 
demand and preferences for wine (Cusmano et al., 2010) due to the emergence of new markets 
such as China (Euromonitor, 2012).   
The Chilean wine industry has performed remarkably well over past decades, in an 
environment where domestic consumption per capita has declined from 68 litres in the 1960s to 14 
litres in 2010, by exporting nearly 70 per cent of wines it produced (Euromonitor, 2009). Chilean 
wineries have doubled their output since 1990, making Chile the 10th largest wine producer in the 
world (www.wineinstitute.org) and the 5th largest exporter (Moffett, 2010). Due to the capacity of 
firms to take advantage of market opportunities, product diversification and the adoption of new 
technologies, the wine sector has become a significant contributor to the Chilean export effort 
(Cerda et al., 2008; Foster et al., 2002).  
Notwithstanding past success, the recent drought and earthquake had a negative impact on the 
Chilean wine industry. In addition, not all Chilean wineries have initiated exports. Given the 
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limited domestic market and decline in per capita consumption of wine in Chile, as well as the 
evidence that exporters tend to outperform non-exporters over the long term (Ranjan and 
Raychaudhuri, 2011), a study into the export behaviour of the Chilean wine industry is a 
worthwhile exercise  and fills a gap in the literature.  
Exports contribute to an economy in a number of ways, including improvement in the balance 
of payments and the standard of living, employment, and increased revenues in the form of profits 
and taxes (Dosoglu-Guner, 1999). Business firms also benefit from exports through increased 
capacity utilization, increasing economies of scale, diversification, and the smoothing of business 
cycles (Dosoglu-Guner, 1999; Katsikea and Skarmeas, 2003). Similarly, operating in overseas 
markets may allow a firm to gain economies of scale and scope, as well as a prestigious image that 
will assist in the domestic market (Lages and Montgomery, 2004). 
Most research on export performance has provided important insights into cross-industry 
aspects, but further insight can be gained by shifting research attention to specific sectors, such as 
the wine sector. Furthermore, Chile is a country market that has been under-researched, especially 
in relation to its burgeoning wine industry (Hojman and Hunter-Jones, 2012). While previous 
research identifies factors that may increase export levels for wineries, there is a specific need to 
understand the firm level variables and managerial characteristics that distinguish wine exporters 
from non-exporters. This is an issue that has not yet been investigated thoroughly in the wine 
sector.  
Consequently, this quantitative study attempts to contribute to the existing literature and gain a 
better understanding of the differences in firm and managerial level factors between exporters and 
non-exporters in the Chilean wine industry. Specifically, this study collects data from Chilean 
wineries to provide an overview of the industry and examine the following research issues: factors 
that aid or inhibit Chilean wine export market expansion, firm-level factors and managerial 
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capabilities differentiate Chilean wine exporters from non exporters, and the main methods 
employed by Chilean wineries for export market expansion.   
The findings of this study have important implications for export promotion agencies, 
governments and winery managers because they identify factors stimulating firms’ exports and the 
barriers they face entering and operating in foreign markets (Leonidou, 2004). In addition, this is in 
line with a recent call for more research on emerging markets such as Eastern Europe, Central Asia 
and Latin America (Leonidou and Barnes, 2010). 
2. Literature Review 
Although Chile is the tenth largest producer of wine worldwide, it has a relatively small 
domestic market. Exporting has been used by companies as a market development strategy to 
achieve economies of scale, which allows companies to become more competitive in the 
international marketplace (Chitakornkijsil, 2009). Despite the importance of exporting for the 
growth of industries, and in keeping with the incremental sequential process of internationalization 
as suggested by the stage models of internationalization (see Andersen, 1993), previous studies 
have shown that development, learning and gaining experience within the domestic market is a 
significant phase in the process of international market development (Argyrous and Bamberry, 
2009).  
Superior export performance is attained through the achievement and exploitation of a 
competitive advantage in export markets (Piercy et al., 1998). Export competitive advantage is 
based on an interplay between external influences (from the external environment of the firm) and 
internal influences (pertaining to firm level characteristics and managerial capabilities) (Beaujanot 
and Lockshin, 2002). This study will focus on the internal influences that affect export performance 
and are under the control of the firm (Cavusgil and Nevin, 1981; Katsikeas et al., 2000). 
Several studies have identified that export development is more likely to occur in a firm 
possessing firm-specific attributes and managerial capabilities (Aaby and Slater, 1989; Cavusgil 
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and Naor, 1987). Some authors have highlighted that firms initiate exports because of the 
confidence they have in their competitive advantage (Foster et al., 2002), while Tesar (in Bilkey, 
1978) looked at whether the firm had marketing, financial or price advantages when entering 
export markets. Firm experience (i.e., age and knowledge) has also been found to impact export 
performance (Majocchi and Zucchella, 2003). Other studies have identified the importance of 
managerial attitudes/perceptions and characteristics in developing internationalization strategies 
(Andersson, 2001; Calof and Beamish, 1995). For example, senior management with a foreign 
market orientation has been considered an important factor in explaining the export growth of firms 
(Cavusgil and Nevin, 1981).  
Furthermore, management attributes such as export or overseas work experience and 
international knowledge have been found to aid top managers to compete successfully in 
international markets (Chadee and Kumar, 2001; Wickramasekera and Oczkowski, 2004). 
Similarly, the level of education and international expertise of export managers has also been found 
to increase firm participation in foreign markets (Fernandes Olmos, 2011). Ethnic background 
(Simmonds and Smith, 1982), command of foreign language(s) (Swift, 1991), and the age of the 
manager (Bilkey, 1978) are also positively correlated with exporting. In smaller businesses, the 
manager is usually the owner, and higher manager education levels are associated with greater 
capabilities to manage international operations (Mavrogiannis et al., 2008). Similarly, higher levels 
of employee training, management planning, market evaluation, and adaptation of marketing 
strategy are linked with higher levels of internationalization for Chilean wineries (Liberman et al., 
2010).   
Additionally, research has found that domestically-oriented managers are more risk averse than 
internationally-oriented managers (Shaw and Darroch, 2004). Managers who have international 
experience and are capable of identifying export opportunities, designing and implementing export 
marketing strategies, and monitoring business with overseas customers, as well as handling export 
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documentation and logistics, have more positive export outcomes On the other hand, the lack of 
export-experienced managers (Pinho and Martins, 2010), as well as those with limited export 
knowledge and skills (Julian and Ahmed, 2005), can negatively affect the export performance of a 
firm. (Katsikeas et al., 2000). Other important managerial attributes identified which affect export 
performance are managerial perceptions of profit and costs (Forsgren and Hagström, 2007). 
One aspect of managerial attitudes influencing export marketing strategy where there appears to 
be some consensus is the notion that exporting begins with psychically close countries and extends 
to psychically distant countries as the firm gains international experience, as proposed by Johanson 
and Vahlne (1977). Erramilli (1991) identified the perception of market similarity between the 
home market and the international market as the major determinant of international market 
selection. Common language and cultural ties have also been found to be significant in determining 
strategies for initial destinations of exports (Wickramasekera and Bamberry, 2001). Nevertheless, 
Johanson and Vahlne (2009) (in their revisited Stage model) argue that the effect of psychic 
distance on internationalization has weakened in the last decade due to greater knowledge acquired 
by firms and managers, and that being an outsider in relation to the relevant network, rather than 
psychic distance, is an important factor of uncertainty for internationalizing firms. This highlights 
the important role of network relationships in the internationalization process of firms (Coviello 
and Munro, 1995). 
Specifically in the wine sector, several exploratory studies have examined the factors that affect 
export levels (Beaujanot and Lockshin, 2002; Castaldi et al., 2002; Fernandes Olmos, 2011; 
Karelakis et al., 2008; Liberman et al., 2010; Lindgreen, 2001; Maurel, 2009; Olsen et al., 2007; 
Wickramasekera and Bamberry, 2001). These studies suggest that firm internal factors such as top 
management vision and commitment, manager’s education level, export competitive advantage, 
business partnerships, and firm innovation, age, and size are linked with higher levels of export 
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performance for wineries (Fernandes Olmos, 2011; Karelakis et al., 2008; Maurel, 2009; Olsen et 
al., 2007).  
Czinkota and Johnston (1981) argue that exporters must go through considerable market 
development activity and market research to succeed in international markets. Export commitment 
refers to when firms allocate the required resources to export development, including participating 
in trade shows or gathering information about export markets (Cavusgil and Nevin, 1981). Thus, a 
high level of proactive export commitment is fundamental to endure challenges and setbacks, as 
well as being a consistent predictor of strong export performance (Dean et al., 2000). Conversely, 
managers of firms that are unsuccessful in the international marketplace usually exhibit a lack of 
determination to prepare for international marketing (Czinkota and Johnston, 1981; Katsikeas and 
Piercy, 1993). According to these authors, a proactive exporter performs better in terms of sales 
volume, follows more cohesive export marketing strategies, performs more firm sales-seeking and 
information-seeking activities, and is more likely to be service oriented than reactive.  
Likewise, information and knowledge about foreign markets (Johanson and Vahlne, 1977), as 
well as knowledge about international relationships (Johanson and Vahlne, 2009), are fundamental 
to a firm’s internationalization and learning process. Specifically in the wine sector, Karelakis et al. 
(2008) found that the main success factors for Greek wine exporters were export firm competence, 
channel knowledge and distributor support. Conversely, Castaldi, Silverman and Sengupta (2002) 
found that the main export barriers for United States wineries were lack of information about 
competitor’s strategy in export markets, little knowledge of foreign consumers’ preferences, and 
lack of availability of distributors in export markets.  
Studies conducted in Australia, New Zealand, and the United States have also identified that 
wineries are able to enhance their competitiveness and exports in overseas markets by collaborating 
with distributors and establishing strong networks (Beverland and Lindgreen, 2004; 
Wickramasekera and Bamberry, 2001). In addition, studies have also shown that public 
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organizations and private trade associations can help increase wine exports by developing and 
promoting wines internationally (e.g., Bianchi and Garcia, 2007). Liberman et al. (2010) found that 
Chilean wineries with higher levels of internationalization invested more in innovation and 
information technology, and on international quality standards. Similarly, product innovation was 
found to have a positive effect on the degree of internationalization for Spanish wine exporters 
(Fernandes Olmos, 2011).  
Overall, the literature suggests that internal firm and management level factors can impact 
export levels in the wine sector. Even though previous research identifies plausible factors that may 
increase export levels for wineries, there is a particular need to understand the firm level variables 
and managerial characteristics that distinguish wine exporters from non-exporters. The willingness 
and reluctance of firms to export has been of wide interest to researchers in the manufacturing 
sector (e.g., Tesar and Moini, 1998) and has been found to affect international performance (Ranjan 
and Raychaudhuri, 2011). However, this issue has not yet been addressed thoroughly in the wine 
sector. Thus, based on the above literature review, a number of research questions can be 
formulated: 
 What factors are perceived to aid or inhibit Chilean wine export market expansion? 
 What firm-level factors and managerial capabilities differentiate Chilean wine exporters 
from non exporters? 
 What are the methods employed by Chilean wineries for export market expansion? 
3. Research Methodology 
As this research takes a quantitative approach, data were collected from a sample of Chilean 
wine firms that produce bulk and bottled wine. An online survey was distributed to Chilean 
wineries between October and November 2009. The sample frame was derived from the directory 
of the Chilean Wine Industry (http://www.directoriovinos.cl/html/), which published a list of 231 
wineries and their detailed contact information. Firms that were operating up to June 2009 were 
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included in this sample frame. Export managers of these companies were contacted through email 
to solicit their participation in the survey and also to identify the key informants. This process 
yielded 180 firms that agreed to participate in the survey. Finally, a pre-tested questionnaire was 
placed online and an invitation was sent to participants through an e-mail process, followed by a 
reminder email and by follow-up telephone calls. A total of 61 participants completed the survey (a 
response rate of 33.9%), which constitutes an acceptable response rate compared to previous 
studies (Harzing, 1997). Comparisons with published export data (such revenue derived from 
exports – approximately 70 percent) indicate that the sample is reasonably representative of the 
population (Euromonitor, 2012).  
We considered the managers that were most responsible for the export decision-making or the 
manager in charge of the commercial sales as the key respondents for this study ( Kumar et al., 
1993). Of the sample, 73% of the respondents were top executives of the companies. The rest of the 
respondents were managers involved in the company’s export and commercial decision-making. 
For this study, we define an exporter as a company that is based in Chile with established exports 
operations. A non-exporter comprises all other wine firms that are predominately focused on the 
domestic market or are thinking about exporting in the short term.  
The survey questionnaire was derived from a previously developed questionnaire that draws on 
Internationalization Process Theory, adapted from Rogers (1962) Innovation Diffusion model, 
which has been used  and  validated within the Australian wine industry (see Wickramasekera and 
Oczkowski, 2004 & 2006 for additional information). This instrument was adapted for the Chilean 
wine industry. A panel of experts reviewed the original English version of the questionnaire before 
pre-testing it. To improve its psychometric properties and to facilitate quick response, the 
questionnaire was translated into Spanish, which is the main native language in Chile. The method 
used to translate the questionnaire into Spanish was direct translation (Brislin, 1970), by which a 
qualified bilingual business academic translated the questionnaire directly from the original English 
 9
language version into Spanish. A panel of Chilean academics working in Australia was formed to 
review the translated Spanish version of the questionnaire. Further, the questionnaire was pre-tested 
by a small number of actual importers in Chile to refine the wording, readability and clarity of the 
measures before conducting the final survey. To reduce the common method bias, semantic 
differential scales and seven-point Likert-type scales and yes/no type dichotomous responses were 
used (Podsakoff et al., 2003). The final pretested version of the online Spanish questionnaire was 
presented using a URL hosted by an Australian university.  
 Due to the small population and relatively limited sample size, full model testing using 
techniques such as Structural Equation Modeling (SEM) could not be employed. Consequently, the 
results are presented using mean values and mean differences between exporters and non-exporters 
by employing Mann-Whitney-U Test using PASW statistical software. This technique is suitable 
for small populations or samples where normality of the data cannot be assumed. In addition, 
margins of error were calculated and reported. The results provide valuable insights into this 
dynamic Chilean industry. 
4. Findings 
Prior to analyzing the firm-specific and management capabilities of exporters and non-exporters, 
some of the background information obtained from the survey is outlined to provide a broad 
overview of the nature of the Chilean wine industry.  
4.1 Descriptive overview of the Chilean Wineries 
First, the results of the survey show that 15 percent of firms have been in existence for over 100 
years (and 2% of the firms were over 150 years old), around 58 percent have been in existence for 
less than 20 years, and 7 percent of the firms had been in existence less than 10 years. Unlike what 
has been reported in recent studies on internationalization, there is a significant difference in the 
average length of time in the industry between exporters (i.e., 52 years) and non-exporters (i.e., 17 
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years), with the more established Chilean wineries following a more incremental, sequential 
approach to internationalization. 
Secondly, the survey showed that Chilean wineries consist of a range of winery sizes based on 
the number of employees. Two of the firms within the sample had more than 1000 employees. 
Twenty percent had more than 100 employees, while 52 percent had less than 50 employees and 10 
percent had less than 10 employees. In addition, there was a significant difference between 
established exporters and the size of the firm, with the larger firms playing a dominant role in 
exporting. 
Regarding market development, approximately 21 percent of the wineries marketed their wines 
to their local region. A further 33 percent targeted both their province and adjoining provinces, 
while nearly forty percent had extended sales throughout Chile. Similarly to previous studies, 
domestic market development and professionalization were found to be important for export 
market development. In the case of the Chilean wine industry, this was particularly evident among 
the older and more established wineries. The results also highlighted the reliance of the smaller 
wineries on their cellar door sales for growth, which is consistent with findings from other New 
World wine producing countries such as Australia (Wickramasekera and Bamberry, 2003). 
It was also evident from the data that the wineries that had expanded to a wider range of Chilean 
markets were more likely to have developed international markets. More than 86 per cent of 
respondents had an Internet site that was initially used to market their winery, although only 10 
percent used the Internet to undertake sales (a relatively low figure compared to other wine 
countries) (Wickramasekera and Bamberry, 2003).  
Moreover, the results show that Chilean wineries derive 67 percent of their revenue from export 
markets. This is different to countries like Australia, were wine exports represent approximately 
50% of revenues (ABS, 2009). Nearly 30 percent of the wineries in Chile obtain more 90 percent 
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of their income from export sales. This is due to the small market size and relatively low price of 
wine in the domestic marketplace.  
The three largest international markets were identified as the United States (21%), United 
Kingdom (20%) and Germany (11%). This is quite different to other wine countries that usually 
enter psychically close markets (Wickramasekera and Bamberry, 2003). Survey respondents listed 
their most recently-entered overseas markets as the United States, China, Russia, Australia and 
Vietnam. Other recently entered markets included many Asian, Central and Eastern European 
countries, as well as some African countries.  
4.2 Benefits of Exporting  
Respondents indicated what they considered to be the benefits of exporting as a marketing 
strategy. Table 1 summarizes the findings of this question.  
Insert Table 1 here 
The most important benefits identified by the wineries were the ability to diversify markets and 
to add to the profitability of the company. The results indicate that Chilean export managers have a 
proactive motivation to export, rather than a reactive motivation. While there was general 
agreement between exporters and non-exporters on the benefits of exporting, there was a 
significant difference in the desire to add to overall profitability.   
In the second section of the questionnaire, respondents indicated the importance of eleven firm-
specific factors in enhancing their competitiveness in the market place. These factors included the 
product price, perceived high quality of the wines, uniqueness of the wines, quality packaging, 
marketing skills, good labour relations, reliable suppliers of raw materials, innovative production 
skills, well established network of distributors, well established cellar door sales and the extensive 
range of wines produced.  
Insert Table 2 here 
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As seen in Table 2, the three firm-specific factors most important for enhancing competitiveness 
in the marketplace appear to be the quality of wines, a well-established network of distributors and 
well-developed marketing skills. One significant difference between exporters and non-exporters 
was that non-exporting wineries perceived cellar door sales as crucial for enhancing 
competitiveness and gaining a premium price for their wine, as opposed to exporters who focus on 
the international market for higher profitability given the limited domestic market within Chile. 
This finding was substantiated by a number of comments: “because our products are valued in the 
domestic market with higher prices”, “we stopped exporting because of difficulties related to 
prices” and “our competition lowered the prices too much (lower than our production costs).” 
Overall, strong distributors, partner relationships, investing resources in innovation and 
international marketing, and having high quality standards are more likely to result in higher wine 
exports.  
 One surprising finding from the study is that non-exporters perceive their wines to be unique 
and of higher quality compared to established exporters. This is probably because the non-exporter 
wineries in our dataset are boutique wineries with low production of high quality wines.  
4.3 Factors inhibiting export activity 
The third section of the survey investigated managerial perceptions of the inhibitors of or 
barriers to export development. The responses to these questions are listed in Table 3.  
Insert Table 3 here 
The majority of firms identified dealing with exchange rate variability and selecting a reliable 
foreign distributor as the major inhibitors to internationalization, and to a lesser extent lack of 
government support to encourage exports. This may reflect the recent appreciation of the peso and 
the decline of the USD, which has significantly affected profitability. In addition, seven factors 
were significant different between exporters and non-exporters: exchange rate variability, selecting 
a reliable distributor, perception of risk in selling overseas, inadequate or inaccurate market 
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information, lack of financial resources, limited quantities of stock for market expansion and 
management’s lack of knowledge and experience. As in previous studies, the data suggest that non-
exporters perceive some inhibitors to be greater and more difficult to overcome than exporters, 
possibly due to their smaller size and hence “lack of resources” (according to one survey 
respondent).     
In following section, responses were sought to eleven questions about the possible costs that 
could inhibit exporting. The responses to these questions are listed in Table 4.  
Insert Table 4 here 
The main cost inhibitors for both groups are financing new plant capacity and employing 
managers with stringent export skills/experience, both of which are considered extremely relevant 
to non-exporters. The latter factor is consistent with findings in other international studies 
(Wickramasekera and Bamberry, 2001). However, it is important to note that exporting firms do 
not see these factors as significant barriers since both items had evaluations less than 4.0. However, 
a number of exporter wineries cited that high costs of travelling and participation in trade shows 
were considered a constraint in export market development.  
Finally, the last section of the survey identified the characteristics of a firm’s main decision-
maker and how it influenced the internationalization strategies of the firm. This information was 
collected on managerial attributes as outlined in Table 5.  
Insert Table 5 here 
The data show that 100 percent of the managers were tertiary educated – a very high percentage 
compared other industries. In addition, firms that were exporting and were international-market 
oriented had managers that were much more skilled in export matters than non-exporters. This is an 
important finding, as it indicates that export promotion agencies can help develop commitment to 
exporting by providing appropriate training and information on export matters.  
5. Discussion and Conclusions 
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5.1 Discussion of the findings 
A good exploratory study, such as this one, should raise interesting questions for future 
research. This study identifies the key factors that respondents perceived would enhance or inhibit 
the export activities of wineries, as well as the key characteristics of the decision-makers within the 
Chilean wine industry. The objective of this study was to compare and identify factors 
differentiating wine exporters and non-exporters. 
The major findings of this analysis are positive for the international market expansion of the 
Chilean wine industry. There appears to be very few domestic and international constraints to 
preventing export market expansion. The major constraints for non-exporters appear to be the lack 
financial resources, limited quantities of stock for market expansion, management’s lack of 
knowledge and experience, and the price competitiveness in international markets. Consequently, 
some wineries have strategically withdrawn from international markets or de-internationalization 
(Benito and Welch, 1997). 
The inhibiting factors identified in international studies, such cost of labor, transport, raw 
materials and other inputs, are not significant barriers in the Chilean wine industry due to a 
competitive economic environment. However, one constraint that was identified by respondents 
was the high cost of travelling and participating in trade shows and the lack of government support. 
This provides scope for export promotion agencies to assist wineries in attending international 
trade shows or to facilitate them in Chile. 
One surprising finding in relation to other international studies is the export-oriented nature of 
the industry, given the range of countries targeted (31 on average) and the percentage of income 
that is derived from export sales (average of 67 percent, compared to 50 percent within the 
Australian wine industry) (ABS, 2009). The wineries that have internationalized are run by tertiary-
educated managers with international experience, which is a finding that is consistent with many 
other international studies. 
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5.2 Contribution to the literature 
This study makes a significant contribution to the literature in terms of understanding the 
export orientation of the Chilean wine industry by focusing on management perceptions and 
characteristics. Some interesting findings were identified in this study. While there is evidence for a 
staged approach to export market development through first expanding within Chile prior to 
targeting international markets, the first international markets were not psychically close markets as 
has been reported within the Australian and other wine industries. The largest markets for Chilean 
wineries were psychically distant markets with high levels of wine consumption, which resembles 
a contingency model of internationalization for this sector.  
In addition, the findings of this study confirmed previous research conducted in the Australia 
and New Zealand wine sector regarding factors aiding wine exports, such as the importance of 
overseas work experience (Wickramasekera and Oczkowski, 2006) and collaboration with 
distributors and establishing strong networks (Wickramasekera and Bamberry, 2001). In addition, 
the findings are consistent with the works of Liberman et al. (2010) and Bianchi and Garcia (2007), 
who find that firm and management characteristics of wineries, such as innovation and technology, 
international quality standards, employee training, management planning and government support 
and trade associations, lead to greater internationalization. Furthermore, the results with respect to 
the managerial characteristics were surprising: the number of managers who had tertiary 
qualifications and international experience far exceeded those of comparable New World wine 
industry managers. 
The findings of our study contribute by identifying key firm and managerial characteristics that 
distinguish exporters from non exporters in the Chilean wine sector, which has not been addressed 
by previous research. While there was general agreement between exporters and non-exporters on 
the benefits of internationalization and the factors enhancing firm competitiveness, there were 
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significant differences between both groups in terms of the effect of exporting on profitability and 
the role of cellar door sales for enhancing competitiveness.  
Unlike some earlier international studies (e.g. Dwyer, 1992), which identified cost of labour, 
transport, raw materials and other inputs as inhibiting factors for internationalization, this study did 
not identify them as any serious cost-based inhibitors. Although both groups perceive the same 
inhibitors of internationalization, such as selecting a reliable distributor, perceptions of risks in 
selling overseas, inadequate or inaccurate market information, lack financial resources, limited 
quantities of stocks for market expansion, and management’s lack of knowledge and experience, 
they are perceived as being much more relevant and difficult to overcome by non-exporters. In 
addition, financing new plant capacity and employing managers with export experience were 
considered extremely relevant for non-exporters and the main cost inhibitors for 
internationalization. Overall, the data suggests that there are very few domestic barriers to export 
market development for Chilean wineries due to the competitive economic environment prevailing 
in Chile. Most of the barriers relate to firm and managerial characteristics, as well as the recent 
natural disasters that have negatively impacted on the industry (Euromonitor, 2012). 
An additional finding of this study suggest that that managers in (smaller) wineries were willing 
to make strategic withdrawals from unprofitable international markets (i.e., de-internationalize) due 
to their inability to compete on price. However, as suggested by Benito and Welch (1997), this 
process can result in increased market knowledge and augers well for future market expansion 
focusing on niche premium segments of the market. It is also indicative that smaller wineries can 
benefit from being domestic-market oriented due to their ability to gain a premium price, hence the 
significant difference between exporters and non-exporters in relation to the importance of cellar 
door sales. 
5.3 Managerial Contribution 
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In this paper we profiled the exporters and non-exporters within the Chilean wine industry. The 
major findings of this study point to a positive outlook with regard to internationalization of the 
industry based on positive managerial perceptions of exporting. Even the majority of non-exporters 
indicated their need and desire to develop export markets. This is especially important when 
domestic consumption of wine per capita is declining. In order to assist these companies to export, 
one important factor appears to be providing training in export-related matters. This was one of the 
key attributes that differentiated exporters and the non-exporters in terms of the ability to 
successfully target an international market. Thus, there is scope for export promotion agencies to 
provide professional development courses in export management to assist novice exporters. It is 
also possible for government and industry agencies to facilitate mentoring of managers within 
smaller wineries by some of the larger established wineries and/or wine companies by forming a 
network of cooperatives (Giuliani et al., 2010). The other major constraints appear to be the lack of 
financial resources and limited quantities of stock for market expansion for non-exporters. 
Exporters were significantly less concerned about these issues than non-exporters.  
With respect to the difficulty of financing new plant capacity by non-exporting firms, especially 
the SMEs within the Chile wine industry, only 17 percent of firms are able to obtain credit from 
commercial banks others rely on informal sources (USAID, 2007). Government and other agencies 
in Chile must examine the reasons behind this low rate of financing and take appropriate action to 
encourage increased lending in a prudent manner to support viable projects. However, it is also 
important to avoiding the trap of providing subsidies and other incentives. For example, lack of 
plant capacity and inputs such as wine grapes were identified as a significant inhibiting factor 
within the Australian wine industry around fifteen years ago. The reaction to this shortage was a 
rapid expansion in planting, which was supported by tax incentives. This has resulted in over-
production and a significant lowering of the price of wine in Australia. 
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Individual winery managers see the need to expand capacity not only to meet market demand 
but to achieve economies of scale. However, this is contingent on policy makers avoiding the trap 
of excess capacity and over-production in an industry where excess capacity and over-production 
exists globally. Unfortunately, most wine is exported as bulk wine that targets the lower end of the 
market. As Chile continues to progress economically, the improving economic environment may 
result in increases in cost of labour and other inputs. In addition, the taste and preferences of 
domestic consumers, as well as those in the emerging wine markets such as in China, is changing 
towards more premium wines (Euromonitor 2012). If the Chilean wine industry is to continue to 
expand and exploit the natural competitive advantage the country has over other New World wine 
producers, it must target the premium segments of the market for sustained future growth. Thus, it 
may be better for the smaller companies to focus on niche markets where they can ask a premium 
price rather than trying to compete on price or go head-to-head with established players. There is 
some evidence in the Chilean wine industry that this niche strategy has been implemented, and the 
result of this study indicate that the focus of SME wineries is on producing higher-quality wine. 
Finally, the costs of travelling and participating in trade shows were considered a constraint in 
export market development by both groups. This suggests that associations such as such Vinos de 
Chile and other export promotion agencies could assist winery managers to participate in wine and 
trade shows.  
6. Limitations and Future research  
Like many other studies examining the export orientation of firms, there is some bias towards 
respondents from companies that have internationalized. This study has provided a better 
understanding of the factors perceived to inhibit or enhance export expansion within the Chilean 
wine industry; however, given the limited sample size and potential sample bias, the next step is to 
undertake follow-up interviews to probe some of the factors identified as aiding and inhibiting the 
internationalization within the industry, as well as how and why these are important. For example, 
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the background of the managers must be further probed to understand the type of tertiary education 
undertaken. In addition, there is a need to differentiate between committed domestic market-
oriented firms and those non-exporters that are interested in developing exports.  In this study these 
two groups of firms were analysed together; however, separate analyses of these wineries could 
yield valuable insights. Similarly, it will be prudent to differentiate between novice exporters and 
those that are well established in their internationalization. 
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Table 1: Benefits of Exporting 
 
          Non-Exporter (12)  Exporter (49) Total (61) Sig.* 
      Mean S.D. Mean S.D. Mean         
 
 
Diversify its markets    6.58 .053 6.57  .065  6.57  .660 
Add to its overall profitability   5.83  .085  6.51 1.48  6.38**  .077 
Overcome a limited home market   5.92   .629  6.20  .567 6.15  .616 
Exploit economies of scale   5.50  1.01  6.00  .842  5.90  .556 
Gain a prestigious image    5.92  .699  5.57  .887  5.64  .726 
Reduce the impact of a domestic    5.67  .298  5.51  .293  5.54  .665 
economic downturn 
Utilize excess production capacity  4.25 1.05  4.92  .944  4.79  .341 
 
* Means significantly different between exporters and non- exporters, Mann-Whitney U Test: results 
significant at **p< .1, *p< .05. Margin of error: 11% 
 
 
 
Table 2: Drivers of Export Performance. 
 
          Non-Exporter (12)  Exporter (49) Total (61) Sig.* 
      Mean S.D. Mean S.D. Mean         
 
 
The perceived high quality of our wines  6.67 .960 6.33 1.35  6.39  .395 
Our well established network of distributors 5.83 .611 6.10  .707 6.05  .198 
Our well developed marketing skills  5.83 .210 5.92  .218 5.90  .758 
The uniqueness of our wines   6.00  1.09 5.49  1.54 5.59  .474 
Our innovative production skills   5.75  .773 5.43  .744 5.49  .395 
Our reliable suppliers of raw materials  5.58 .316 5.45  .317 5.48  .779 
Our firm’s good labour relations   5.58  .728 5.27  .814 5.33  .533 
Quality packaging    5.33  .102 5.29  .126 5.30  .610 
The product’s price    5.33  . 235 5.20  . 228 5.23  .787 
The extensive range of wines we produce  4.33 .296 4.16  .285 4.20  .666 
Our well established cellar door sales  4.75  2.44 3.31  2.23 3.60*  .028 
 
* Means significantly different between exporters and non- exporters, Mann-Whitney U Test: results 
significant at  **p< .1, *p< .05. Margin of error: 11% 
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Table 3: Export Inhibitors 
 
          Non-Exporter (12)  Exporter (49) Total (61) Sig.* 
      Mean S.D. Mean S.D. Mean         
 
 
Exchange rate variability   5.75  1.43 4.98  1.34 5.13**  .088 
Problems in selecting a reliable foreign distributor 5.75  2.27 4.69  2.69 4.90*  .027 
Limited government support to encourage exports 4.67  .415 4.41  .433 4.46  .720 
Extremely low prices required to gain volume sales 5.00  1.39 4.14  1.32 4.31  .131 
Risks involved in selling abroad   5.33  2.82 3.94  3.17 4.21*  .008 
Extensive legal and regulatory barriers  4.50  0.85 4.00  .928 4.10  .368 
Difficulties collecting payments from foreign  
Markets     4.58  1.07 3.98  1.08 4.10  .277 
Inadequate or inaccurate market information 4.92  1.94 3.84  2.21 4.05**  .060 
The lack of financial resources   5.25  2.58 3.61  2.69 3.93*  .013 
The limited quantities of stocks for market  
Expansion     5.58  3.10 3.45  4.40 3.87*  .005 
Unfamiliar foreign business practices  4.25  0.84 3.77  .859 3.87  .378 
Management’s lack of knowledge and experience 5.00  2.57 3.22  3.59 3.57*  .016 
Low priority afforded to export market  
developments     3.75  1.28 2.88  1.43 3.05  .100 
Low demand for the types of wines we produce 3.42  1.13 2.76  1.17 2.89  .140 
 
* Means significantly different between exporters and non- exporters, Mann-Whitney U Test: results 
significant at **p< .1,  *p< .05. Margin of error: 11% 
 
 
Table 4: Cost Export Inhibitors 
 
          Non-Exporter (12)  Exporter (49) Total (61) Sig.* 
      Mean S.D. Mean S.D. Mean         
 
 
Labour in Chile     2.83  .433 2.63  .487 2.67  .519 
Domestic Transport    3.33  . 254 3.18  .293 3.21  .599 
International shipping/airfreight   4.00  .408 3.76  . 380 3.80  .713 
Raw materials     2.83  1.18 3.49  1.33 3.36  .237 
Public Utilities     3.17  1.03 3.80  1.20 3.67  .314 
Domestic government charges   3.25  .726 2.88  .743 2.95  .393 
Insurance associated with exports   3.42  .421 3.18  .509 3.23  .425 
Compliance with stringent export regulations 4.08  .390 3.86  .543 3.90  .713 
Finance new plant capacity   5.58  2.82 3.90  3.47 4.23*  .008 
Employ managers with export skills/experience 5.50  2.69 3.90  3.40 4.21*  .010 
Export documentation and procedures  4.00  0.68 3.61 .698 3.69  .483 
 
 
* Means significantly different between exporters and non- exporters, Mann-Whitney U Test: results 
significant at: p**<.1,  *p< .05. Margin of error: 11% 
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 Table 5: Managerial characteristics of respondents  
 
      Non-Exporters (12)  Exporters (49) 
      
      No.  %  No.  % 
 
Gender 
Male     9  75  44  89.8 
Female     3  25    5  10.2 
 
Education 
Completed tertiary education   12  100  49  100 
 
Training 
Fluency in another language   12    66  46    94 
Received training in exporting    6    50  39    80 
 
 
International Work Experience 
Worked previously in exporting     4    33  33    67 
Worked previously overseas       5    42  31    63 
 
International Personal Experience 
Person was born abroad     2    16  11    22 
Person has family abroad     8    66  29    59 
Person has lived abroad     7    58  35    71 
 
